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Preparation for business meeting requires careful attention to all details, and perhaps a gift. This gift is 
a social gesture. In many countries gift giving is rare in the business world. However, in other countries, 
gift giving have a central place in business practices. Gift giving customs vary greatly from country to 
country. For this reason it is necessary to know some facts about cross–culture differences in gift giving 
etiquette to cement better relationships with foreign colleagues.  
Some countries like Malaysia and Paraguay frown upon any gifts because in these countries a gift 
could be considered as a bribe. One could not give a business gift until a professional relationship is 
established. It is even stricter in Singapore, where government employees are not allowed to accept 
business gifts from firms [1]. In the United States government limits the acceptable dollar value to 25 $ 
[2]. However, in some countries like Japan, Indonesia and the Philippines, exchanging gifts is strongly 
rooted in tradition [1].  
Gift–giving is an important part of doing business in Japan. Exchanging gifts symbolizes the depth and 
strength of a business relationship to the Japanese. Gifts are usually exchanged at the first meeting. The 
gift is presented in Japan with two hands. This is also true with presenting business cards. The gift must 
be wrapped. The gifts of white and red colours are not accepted. White colour symbolizes death. White 
flowers of any kind are not given. Red is associated with funerals. Symbolism is very important in Japan. 
A gift with a pair of items is considered lucky, but four or nine are unlucky. A gift is refused in Japanese 
culture once or twice before accepting it. And gifts are not opened when received. In Singapore also, a 
recipient may graciously decline the gift three times before accepting it. However in Chile, business gifts 
can be accepted and opened right after receiving it. In Italy also it is appropriate to open the gift as soon 
as you receive it [3, 4].  
In China, official business policy considers gifts as bribes, which are illegal. But waiting until 
negotiations have concluded, will eliminate the appearance of bribery when a gift is presented. If there are 
several gifts to present it isn’t allowed to give the same items to the people of different ranks. The more 
senior the person, the more expensive the gift. In the Chinese culture, as well as in the Japanese,  a gift 
isn’t immediately taken, but refused three times before finally being accepted, but the giver must 
graciously continue to offer the gift. The gift is offered with two hands and must be wrapped. The gift 
isn’t opened immediately. As for colours, in comparison with the Japanese, the red is a lucky colour by 
the Chinese. Pink and yellow represent happiness. The colours black, white and blue are associated with  
death or funerals. Number «four» is unlucky as well as in Japan. In this category included also clocks, 
handkerchiefs and straw sandals [3, 5]. 
In many countries, items with a sharp edge symbolize the severing of a friendship or relationship [2]. 
If business partner from the country known for producing a particular product which is local pride it is not 
necessary to offer that item as a gift. Good examples are: leather and wine in Argentina; leather in Brazil 
and Uruguay; beer and wine in Germany; wine in France and Italy; vodka in Russia and Poland and silver 
in Mexico, because it’s considered too common [5].  
Traditions and features of culture of the different peoples also depend in many respects on religion. So 
Orthodox Jews have very specific dietary laws regarding which foods are acceptable to eat. The foods 
that meet these stringent regulations are called kosher foods and have kosher labels. Because wine is used 
in religious ceremonies, it’s required to be kosher even for social drinking. So, all wine and wine–based 
drinks consumed must be kosher, prepared and bottled by Jews. Unlike wine, other types of alcohol are 
not required to be kosher and can be selected as a gift [3, 2].  
In the Muslim culture, the Koran forbids alcohol. Gifts of liquor or any product that contains alcohol, 
such as perfume, would never be selected to give. Also, forbidden are products or foods from scavengers, 
which includes pork, birds, and shellfish. So a leather item made from pig skin or ostrich could not be 
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given. Dogs are considered unclean, so any dog item, even something with a picture of a dog would not 
be given. Artwork that consisted of sculptures, drawings or photos showing the human body, especially a 
nude or partially nude female body, is not acceptable as a gift. Gifts are presented using the right hand, or 
both hands. The left hand is never used alone to hand someone a gift, as it’s considered unclean [4].  
In today’s world, with global companies, giving and receiving gifts properly is an important part of 
international business. Many times this small detail can make the best impression. Therefore it’s 
important to take the time to learn more about the person you’re doing business with to develop good 
business relationships with him. 
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On connait que toutes les langues changent. Les mots de A.M.Gorki confirment que  la langue est 
inépuisablement  s'enrichit avec la rapidité frappante. L'enrichissement de la langue est avant tout  
l'apparition des nouveaux mots, des nouvelles significations des mots, des nouvelles expressions et des 
groupes de mots stables. Le procès principal  influant au développement de la composition de vocabulaire 
de la langue, son enrichissement et sa perfection est celui de la croissance constante du lexique au compte 
de lʼ apparition des nouveaux mots. Liée avec l ʼhistoire du peuple la langue, la composition de 
vocabulaire de la langue reflète tous les moments de sa vie: les changements dans lʼ organisation sociale 
et politique, dans le développement de la production , de la science, de la technique, de la culture. Le 
procès de lʼ élargissement de la composition de vocabulaire de la langue se déroule intensivement  dans 
les périodes des ébranlements  sociaux et politiques. Le lexique de la langue réagit activement aux 
phénomènes,  provoqués par ces changements sociaux. 
 Le français n’est pas une exeption .Il est formé au cours des sciècles et au temps dernier change aussi 
dynamiquement. Des nouveaux mots apparaissent, de vieux idiomes obtiennent un nouveau sens, 
quelques mots sont emprunts, les autres mots quittent la langue – ce qui est le résultat du changement de 
la composition lexicale du vocabulaire. La composition de vocabulaire – c’est la coté de la langue la plus 
perspicace, la plus changeante qui «réagit immédiatement à ce qui se passe au monde de la réalité dans 
laquelle sont reflètées nos imaginations sur les phénomènes différents de l’activité extra–
langage»[1,p.11]. La particularité caractéristique du vocabulaire est la capacité de s’élargir infiniment 
grâce aux nouveaux mots et aux nouvelles significations qui sont formés par les moyens différents.   
 Lʼ autre source de lʼ élargissement de la composition de vocabulaire de langue sont emprunts. La 
couche spéciale du lexique comme du point de vue des procès de la nomination, et dans le plan de la 
motivation est faite par les emprunts [2,c.p.673 ]Dans les époques différentes  historiques le caractère des 
emprunts, leur appartenance thématique, lʼ intensification  de la pénétration au fond lexical étaient 
diverses.  Les emprunts  au  XVIII siècle passaient  intensivement  de la langue française: à coté des mots 
du caractère du genre de vie (manteau, cache–nez), on empruntait les termes nombreaux du plan  social et 
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